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Volume 115--Numbers--1, 2, 3, 4, 5, and 6 
Prepared by the Editorial Department, OFFICE APPLIANCES, 288 Park Avenue, West, 
Elmhurst, Illinois. 
On this and the following pages are listed the special feature material published in 


OFFICE APPLIANCES magazine during the first half of 1962. Articles are classified by 
subject to permit easy and convenient reference. 


I MANAGEMENT (administration) 





THE OFFICE EQUIPMENT DEALER OF THE YEAR. Selection of Hyman Goldstein, president of 
the Rochester Stationery Co., Inc., Rochester, N.Y., had been made after careful 
consideration of a noteworthy group of candidates. February, 1962, pages 36-39. 


SETTING UP A SYSTEMS DEPARTMENT, by Hy Brechner, president, Colonial Pay Systems. 

The very nature of pegboard system sales, the relationships between dealer and user, 
and dealer and manufacturers, and the many factors which make "repeat"' business almost 
a complete certainty, go a long way towards the creation of a profit annuity for the 
stationer and printing dealer. March, 1962, pages 36 & 37. 


A DEALER LOOKS AT HIS TYPEWRITER BUSINESS. Office machine dealers have been 

extremely critical of policies that have put them in what they feel to be an impossible 
competitive situation with other types of retail outlets. A number of equipment and 
supply dealers who up to now have also had a machine department, are giving it up 
entirely. Also a panel discussion report titled, "Get the Portable Typewriter Business 
Back.'"' April, 1962, pages 38 & 39. 


HIRING THE RIGHT SALESMAN FOR YOU. What does a skilled professional management 
consultant look for when given the assignment of screening applicants for a sales job. 
What questions does he ask? What qualifications does he consider important? What 
personality traits does he feel are desirable? How does he test applicants? How does 
he evaluate the answers? These are some of the points that are covered in this article. 
June, 1962, pages 32-35. 


II SALES & SALES TRAINING 





A PLEA FOR SALES [R¢#tNENG TEACHING, by Morris Bass. Editor's Note: Writing from 
many years experience in the office machine industry, as dealer salesman and sales 
manager, the author points up the need for increased standards in the training of 
salesmen--not only for the sale of machines, but all types of equipment and supplies. 
January, 1962, pages 30, 31, 84 & 85. 
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III MERCHANDISING 





Advertising & Promotion 





SHOWROOMS THAT SELL DESIGN. One dealer, iong established as a purveyor of desks and 
chairs, Globe Office Equipment & Supply Co., Inc., of Cincinnati, did quite a lot in 
a few years. The tangible result of its doings was the showrooms seen on these pages, 
showrooms which have been responsible for generating sales for the firm at a level 
unknown five years ago. March, 1962, pages 30-35. 


HAGEDORN'S "'CLIP JOINT" Bill Hagedorn of Westwood Office Supply, Inc., Santa Monica, 
Calif., a very successful stationery, machine and office furnishings dealer, runs a 
most distinguished "clip joint." The phrase "clip joint"' ordinarily has an unpleasant 
connotation, yet Bill has made it into a sales slogan that is not only popular but 
brings in the business as well. June, 1962, pages 41-43. 


Store Layout & Display 





ARE YOUR STORE SALES PROFITABLE? OA editors interviewed 35 dealers of all sizes and 
types. The questions asked were: "How important is drop-in trade to your business? 
Do you make an effort to encourage and promote it? Do you keep separate records of 

your store operating costs vs. sales to establish its profit ratio?" January, 1962, 
pages 36, 37 & 39. 


PLANNING STORES THAT SELL. The unplanned store merely scratches the surface of impulse 
buying. Only scientific store planning can take full advantage of every square foot 
sales space. February, 1962, pages 30-35. 


INSIDE STORE PLANNING. This article, second in a series, discusses the most basic 
requirement of good store planning: fixtures. Fixtures can, and should, do more than 
hold merchandise. They direct traffic, arrest attention and do the major part in 
selling. March, 1962, pages 38-43. 


LIGHTING THE SALES SPACE. Third in a series on store planning, this article is 
devoted to lighting the most vital element in profitable selling. April, 1962, 
pages 42-49. 


COLOR--AN ESSENTIAL ELEMENT IN STORE PLANNING. This is the fourth in the series of 
articles presented to help the office equipment and supply dealer properly plan his 
store for maximum selling efficiency. May, 1962, pages 40-43. 


PLANNING THE STORE FRONT. Selling begins with the store front. This article, fifth 
in a series, tells what goes into a sales-stimulating store front. June, 1962, 


pages 36-39. 


Services 





LEASING--A SALES TOOL. When a dealer offers leasing, the number of prospects in his 

given territory will be automatically increased, primarily because there are more 
businesses that can afford rental charges than can afford the purchase price. April, 1962, 
pages 40 & 41. 


4 STEPS TO SELLING TAB ROOM SUPPLIES. St. Paul dealer, Robert S. Jerue, vice-president, 
McClain, Hedman & Schuldt Co., develops dramatic five minute presentation that demonstrates 
his products and services to customers with data processing systems. May, 1962, pages 36-39. 
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IV__MARKET RESEARCH 





AUTOMATION FOR MAIN STREET. Presidents of five leading computer manufacturers make 
comments on the role for automation in the office during the next five years. 
January, 1962, pages 24-29. 


ACCESSORIES IN THREE MARKETS. The items listed in this article are only a few of the 
products a dealer can stock and sell as decorative accessories. January, 1962, 
pages 32 & 33. 


__.. OFFICE SUPPLIES--THE MARKET KEEPS GROWING. Changes in office procedures, while moving 
toward greater paper work efficiency, are not curtailing the volume requirements for 
supplies. And the move to automation of all types is exploding the average dealer's 
potential for increased supply business. April, 1962, pages 36 & 37. 


V__ PRODUCT DATA 





A. Supplies 





FILING SYSTEMS--REVIEW AND REAPPRAISAL. The market for filing equipment and supplies 
has consistently meant good volume for the dealer. Every business firm is either a, 
customer or a prospect and his requirements are increasing. New office methods and 
procedures are not, and wili not, make filing equipment less important. In fact, their 
use will expand and become more varied in the years ahead. February, 1962, pages 40-45. 


D. Business Forms 





BREAKING RF's BOTTLENECK. An article on how Leo Armstrong of Kanak & Sons, Cicero, I1l., 
handled a paper work problem with an office copier at RF Products, a division of 
Amphenol-Borg Electronics Corp. in Chicago. January 1962, pages 34 & 35. 


VI OFFICE DESIGN 





____ DESIGN IS NOT FOR MERCHANTS, by Brock Arms president of I.S.D., Inc., the interior 
space design division of Perkins & Will, architects. CRITIQUE ONE: The office designer 
provides a professional service for a client. He cannot do this objectively and at the 
same time sell furniture to a customer. Office Design Section, April, 1962, pages 134-136. 


____ DANES THREATEN AMERICAN MARKET, by Robert Zeidman president of Robert Zeidman Associates, 
New York industrial design firm. CRITIQUE TWO: Office furniture, as manufactured by 
most American firms today, is inadequate, in the long-run, to compete successfully in 
the new design-oriented market. Office Design Section, April, 1962, pages 137-141. 


THERE IS NO MONOPOLY ON ETHICS. REBUTTAL ONE: Because he makes his living as a 
merchant, the reputable office furniture dealer cannot afford to do anything less than 
serve the interests of his accounts. Comments by five designers on office furniture 
dealer's staffs. Office Design Section, May, 1962, pages 156-161. 


____ "MADE IN AMERICA' HALLMARK IS SAFE. REBUTTAL TWO: The American office furniture 
market, appreciative of Danish design contributions, demands first of all comfort, 
function and an early delivery date. American manufacturers are supplying these needs. 
Comments by officers of six American furniture manufacturing companies. 

Office Design Section, May, 1962, pages 162-168. 
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VI__OFFICE DESIGN - cont'd 





The Art of: (installation review) 





OFFICES IN THE GRANDE STYLE. In charge of the design for the Pure Oil Co. 
installation was Carl Ewbank, who worked closely with Brock Arms, president of 
I.S.D. and a partner of Perkins & Will. Office Design Section, January, 1962, 
pages 150-156. 


OFFICE FOR A NEW STYLE EXECUTIVE. A drastic change in office layout of the 
National Life Insurance Co., stems from General Agent Howard K. Holladay's dislike 
of having his office isolated at the far end of a maze of corridors, the standard 
location for offices of top executives in conservative Boston. Interpreting 
Holladay's wish was the work of Hans Krieks, A.I.D., interior-industrial designer 
and head of Hans Krieks Associates, Inc. Office Design Section, March, 1962, 
pages 151-155. 


THE APPLICATION OF A THEORY. The new Air France ticket office on Fifth Avenue is 
an outstanding example of a total working environment reflecting thorough research. 
Office Design Section, May, 1962, pages 149-153. 


.-»AND THE SHOWROOM, TOO. Walter Nutting, A.I.D., of the Miller Desk and Safe Co. 
in Los Angeles redesigned the offices of Lancer of California, a Los Angeles 
manufacturer of men's shirts. Office Design Section, May, 1962, pages 154 & 155. 


SWEEPING DESIGN AT BISSELL OFFICES. With the sweep and verve of contemporary 
design, the offices of the new Bissell, Inc., headquarters say eloquently what the 
company wanted them to. From the day it was decided to build a new plant-office 
in Grand Rapids to accommodate production of new lines, plans were laid to reflect 
this progressive nature of the company in its new home. Office Design Section, 
June, 1962, pages 130-133. 


The Technology of: 





WOOD ETERNAL MATERIAL OF DESIGN. The first in a series of articles to acquaint the 
office designer with the characteristics, design capabilities, and applications of 
one of man's most versatile design materials--wood. Office Design Section, 


January, 1962, pages 144, 145-149. 


WOOD ITS CRAFT ASPECTS IN DESIGN. Second in a series of articles covering the uses 
of wood in modern office design. Apart from aesthetic considerations, wood is 
available in a number of forms, adaptable to a wide variety of applications. These 
craft aspects of wood are covered in the article. Office Design Section, 

February, 1962, pages 144-147. 


WOOD ITS APPLICATIONS IN THE OFFICE. The last in a series, details the many and 
beautiful ways that wood can be used in the modern office. The knowledgeable 
designer can use wood for warmth, wood for richness, wood for weight and wood for 
design integrity. Office Design Section, March, 1962, pages 156-159. 
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VI__OFFICE DESIGN - cont'd 





The Technology of: 





PRODUCTS OF ARTIST-CRAFTSMEN. Coincidental with the rise and recognition of the 
office designer has been the renaissance of the artist-craftsman. Cultural acceptance 
and economic demand, working in their interdependent ways, have allowed each to play 
an important role in our society today, sometimes in collaboration, most often not. 

A need of the office designer for hand crafted items, and an increasingly active 
program on the part of a clearing house for the crafts should bring these two groups 
closer together. Office Design Section, February, 1962, pages 138-143. 


LIVE PLANTS IN THE OFFICE ENVIRONMENT, by Robert T. Van Tress, Horticulturist, 
Chicago Park District. When used properly, foliage plants add a softening touch to 
the general atmosphere of an executive or clerical office, conference room or lobby 
that might otherwise be cold and dull. They share a decorative function with 
draperies, pictures and other accessories. And, they lend an air of cheerfulness 
that has led management to encourage their widespread use throughout the office. 
Office Design Section, June, 1962, pages 126-129, 146-147. 


The Business of: 





THE BUSINESS OF OFFICE DESIGN. Opportunities are unlimited for an industry rapidly 


adapting to meet the demands of a new social and technological age. Office Design 
Section, May, 1962, pages 142-145. 


CONTRACTS AND FEES. A look at the office designer's methods of handling business 
affairs--his main weakness. Office Design Section, May, 1962, pages 146-148. 


DESIGN HAS FILTERED DEEPLY INTO OUR CULTURE, by Norman Ginsberg. A well-designed 
office says Norman Ginsberg, president of the National Design Center is the only kind 
suitable for a society overcome on all levels by design. Office Design Section, 

May, 1962, pages 170 & 171. 


DESIGNER AND DEALER HARMONY. The continually evolving nature of the design profession 
can be a tremendous boon to the office furniture dealer, as this article demonstrates. 
Though he may not have realized this before, the dealer is learning that his chief 
competitors can become his chief customers. Office Design Section, May, 1962, 

pages 214-215. 


OFFICE FURNITURE AND THE AUTOMIC REVOLUTION, by Hugh Morgan, general manager, 

Eisen Bros., Inc. Automation is truly the "major domestic challenge of the Sixties." 
Each industry must meet this challenge with a new set of tools, a fresh set of ideas, 
and a complete lack of the defeatist apathy which leaves the problem to the govern- 
ment or the other fellow. Office Design Section, May, 1962, pages 216 & 217. 





INDEX OF FEATURE ARTICLES IN OFFICE APPLIANCES July to December, 1962 
Volume 116 Numbers--1l, 2, 3, 4, 5, and 6 


Prepared by the Editorial Department, OFFICE APPLIANCES, 288 Park Avenue, West, 
Elmhurst, Illinois. 


On this and the following pages are listed the special feature material published 
in OFFICE APPLIANCES magazine during the second half of 1962. Articles are 
classified by subject to permit easy and convenient reference. 


MANAGEMENT (administration) 





BETTER SALESMEN THROUGH BETTER INTERVIEWING. In the first part of this article 

(see June, 1962, issue) OA described the approach Dr. John P. Paisios, a manpower 
consultant for the firm of George Fry and Associates, recommends to dealers planning 
to hire a new salesman. This month the article concludes with a discussion of the 
techniques for interviewing. July, 1962, pages 38, 39 & 147. 


DON'T JUST SELL, SPECIFY. Within the past ten years a new type of specialist has 
presented himself on the business scene. Since he is directly concerned with the 
business office, and a large part of his work deals with office equipment and 
supplies, he should be known and understood by all office equipment and supply 
dealers. He is the systems specialist. October, 1962, pages 26 & 27. 


A YOUNG FIRM WITH A CENTURY OF EXPERIENCE. The Lewis & Christen Office Supply Co., 

Fort Wayne, Indiana was founded in 1953. Earlier this year it observed an important 
milestone, by moving into new quarters, converted from an automobile showroom which 

proved ideal for the office equipment business. October, 1962, pages 36-39. 


De MELLO'S REACHES THE MASS MARKET. Alvin H. De Mello of De Mello's, Oakland, Calif., 
uses every advertising medium except direct mail every day, and direct mail approx- 
imately once per month on a unique “shot-in-the dark" basis. His objective: To 
reach the mass market composed of thousands of small buyers, users of one adding 
machine, one or two typewriters, one or two sets of files. October, 1962, 

pages 44 & 45, 


SALES MANAGEMENT--A PROGRAM THAT THRIVES ON COMPETITION. A first-rate salesman 
management program developed over a period of time to meet changing conditions is 
the policy under which the New Jersey Office Supply Co. not only survives but even 
flourishes in metropolitan congestion. Al Gurner, manager of the firm, told how 
this was accomplished. November, 1962, pages 26 & 27. 


POSTAL HIKES SPELL HIGHER BUSINESS COSTS. The long-expected postal bill, providing 

for across-the-board increases in all class rates, is now a reality. President 
Kennedy signed the bill on October 11, marking the close of one of the administration's 
pet projects. A chart of data shows rates by class for the next three years and the 
anticipated amount of new revenue to be realized from each. November, 1962, 

pages 28 & 29. 
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MANAGEMENT (administration) - cont'd 





CHANGING TO MEET MODERN MARKETS. One of the amazing phenomena on the American scene 
is the drastic relocation of commercial centers in cities and large towns. Rows of 
empty stores and blank upstairs windows in downtown buildings all over the country 
attest to the rush to suburbia that has relentlessly transformed scores of Main 
Streets in scores of communities into second-rate markets. December, 1962, 


pages 22 & 23. 


OA TAKES THE PULSE OF THE INDUSTRY. Comments received from dealers, salesmen and 
manufacturers during the week following the outbreak of the Cuban crisis. 
December, 1962, pages 32 & 33. 


il SALES & SALES TRAINING 





THE TRIAL OFFER--NO SUBSTITUTE FOR SELLING, Editor's Note: When Morris Bass speaks 
about the problems of office machine selling, he does so with authority. His obser- 
vations about the problem of trials, written exclusively for OFFICE APPLIANCES, are 
based on more than a quarter-century of field experience. He is a member of the 
sales organization of DeJur-Amsco Corp. August, 1962, pages 24 & 25. 


PEN DISPLAY HAS SELLING POWER. Setting aside specific shelving sections for both 
current and future gift suggestions is a feature which has considerably stepped up 
sales in the pen department of Miller Books & Office Supplies, in Atlanta, Georgia. 
September, 1962, pages 130 & 131. 


A TRAINING PROGRAM FOR CREATIVE SELLING, by Edward A. Nyren. This article demonstrates 
how the two major problems of selling--the salesman's lack of knowledge of his product, 
coupled with his lack of insight into the potential market for his product--can be 
overcome through sales training. Although the author talks specifically about 

business forms, his remarks are pertinent to the entire office equipment industry. 
September, 1962, pages 154 & 155. 


MAKE PROPER USE OF YOUR INVENTORY, by J. D. Elmore, Friden, Inc. How to get maximum 
results from your working stock of calculators. October, 1962, pages 174 & 175. 


Ill MERCHANDISING 





A. Advertising & Promotion 





THE SIX MONTHS OF FARNHAM'S CHRISTMAS. Practical tips on merchandising from one of 
the most successful Christmas merchandisers in the office equipment field is 
Farnham's in Minneapolis and St. Paul, which puts its holiday planning on an annual 
basis. August, 1962, pages 20-23. 


A WINDOWFUL OF PUBLICITY. The Matthews I.T. Book Store is located at 11l E. Main St., 
Streator, I1l., in a prime retailing area with maximum pedestrian traffic. The store 
has two large show windows, one of which is retained for its own use. The other is 
made available to the local manufacturer to use as he sees fit. Some manufacturers 
use the window for product display, and others present their corporate image to the 
public in other ways. August, 1962, pages 26 & 27. 
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III__ MERCHANDISING - cont'd 





A. Advertising & Promotion 





SCHOOL SUPPLIES PLAN THAT REALLY PAYS OFF. One tiered island fixture near the front 
of the store moves about $1,000 worth of school supplies 10 times per year for 
Commercial Office Supply Company, Kerrville, Texas, according to H. G. Wilson, Jr., 
co-owner of the concern with his father. September, 1962, pages 132 & 133. 


SELL YOURSELF FIRST, by Dick Hodgson, sales promotion consultant. The typical office 
supply dealer is losing thousands of dollars each year just because he's too busy 
selling products to sell himself! And strange as the paradox may seem, he's losing 
those dollars because he ends up selling fewer products by promoting products. 
October, 1962, pages 33-35. 


B. Store Layout & Display 





PLANNING THE SHOW WINDOW. Sixth and last in a series on store planning, this article 
is devoted to the show window, the final invitation for the customer to shop in your 


store. July, 1962, pages 34-37. 


FLORIDA FIRM EXPANDS WITH A BOOM. This office equipment firm is past the point of 
giving serious consideration to expansion. Halsey & Griffith, Inc., located within 


a boom town (West Palm Beach, Fla.), has already taken a giant step toward a policy 
of full-fledged growth with its booming community. August, 1962, pages 28 & 29. 


MAKING IT EASY TO BUY. Stockwell & Binney, in Riverside, Calif., recently opened 

a store that is a drive-in, the 26-year-old firm's third such store. It is located 
on a main artery on the periphery of the downtown business area. September, 1962, 
pages 34 & 35. 


SHOWPLACE SHOWROOMS. Few showrooms show so much so well both inside and out as those 
of Paul R. McCollem, Inc., Kansas City, Mo. Recently completed at a cost of $250,000, 
they have an unusual advantage over most furniture showrooms. They are wider than 
they are deep, with floor-to-ceiling windows on the first and second floors. 
September, 1962, pages 136 & 137. 


A LONG WAY FROM WELLS FARGO. In the town of Ventura, Calif., on the Pacific Ocean 
just a few miles above Los Angeles, is the 65-year-old firm of County Stationers, Inc. 
In the past 10 years the store has been remodeled three times. Burt F. Henderson, 
president says, “Although it is still too early to measure accurately the results of 
these changes, the enthusiastic customer acceptance and increased sales in several 
departments indicate the changes made are justified." October, 1962, pages 40-43. 


DESIGNED FOR HEAVY TRAFFIC. Easy to see, easy to select. The store of J.K. Gill Co., 
Portland, Ore., puts merchandise display foremost in a sales area. November, 1962, 


pages 32 & 33. 
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III MERCHANDISING - cont'd 





C. Services 





SECRETARIES' CLUB HAS CELLAR LOCATION. Oscar Davis, president of the Review Co., 
office equipment and supplies firm at 21 W. Bay St., Savannah, Ga., transformed an 
old cellar into the "Girl Friday Coffee Club." July, 1962, page 40. 


TWIN EFFORT BUILDS DESIGN BUSINESS. Founded by twin brothers, Ray and Reynolds 
Watson, the San Francisco design firm of Business Interiors last May moved from a 
warehouse, where it was called Contract Office & Interiors, to a new address at 

235 California St. The move, and the new name, are symptomatic not of any change 
in the business or function of the firm, but of its growing up, gaining recognition, 
and expanding its business. September, 1962, page 36. 


THE MAGIC FIGURE: An approach to systems sales. Management doesn't know of the 
problem his employees are laboring under until they show up on the ledger as costs. 
At which time management starts looking for someone with a magic figure. October, 
1962, pages 28-32. 


SERVICING A SPECIALIZED MARKET, ''The secret of the success we have enjoyed may be 
summed up in three objectives--dependable faster service, quality merchandise, and 
aggressive salesmanship," states Bud Cox, general manager of Barneby Office Supply Co., 


Springfield, Mo. November, 1962, pages 30 & 3l. 


ALL AROUND THE TOWN. Goldsmith Bros. has attained the undisputed position of the 
world's largest stationers through the many services extended from its 58-year 
location in the Wall St. area of New York City. A refinement of these services is 
currently underway which calls for the opening of branch stores. December, 1962, 
pages 24-27. 


THEY MOVED IN WITH THEIR CUSTOMERS, The operation of Horder's upstairs stores in 
large office buildings in Chicago's Loop. December, 1962, pages 28-31. 


IV___ MARKET_ RESEARCH 





THE OFFICE MACHINE INDUSTRY--A STUDY IN CONFUSION. The office machine dealer today 
is organizationally much the same as he always has been. But with new markets to 
serve, new products to sell, new competition to meet, he needs all the help he can 
get to meet the challenge of tomorrow. OA presents a penetrating report on the 
industry, and the problems that must be solved before it can regiment its full power 
in an expanded, diversified market. July, 1962, pages 24-29. 


PATTERNS OF MACHINE DISTRIBUTION, In the questionnaire that was distributed to all 
major office machine manufacturers in the United States, one of the questions asked 
them to give the percentage of total sales of each of their products that were sold 
(1) by their own sales organization, (2) through franchised dealer/agents who sold 
only the manufacturer's products, (3) exclusive office machine dealers, and (4) office 
equipment dealers with machine departments. The charts that accompany this article 
will give a graphic picture of the combined answers. July, 1962, pages 30 & 31. 
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IV MARKET RESEARCH’ ~- cont'd 





"THE TROUBLE WITH THE MACHINE BUSINESS IS LACK OF DEALER MANUFACTURER UNDERSTANDING." 
The lack of co-ordinated effort between manufacturer and dealer is not new to this 
industry, or for that matter, to any industry. The only difference is that today, 
inefficiency costs more. It is a problem that manufacturers, in their own best 
interests, should devote more attention to than ever before. July, 1962, 

pages 32 & 33. 


THE CRUCIAL YEARS In Selling Office Machines, by James L. Erwin. This article 
documents the thinking of one leading machine manufacturer on the principal problems 
of today. That in order to sell the machine components in new office systems, the 
dealer's salesman must be a systems specialist. He needs more facts, figures, and 
training on all phases of work flow, record keeping, and data processing. 

September, 1962, pages 26-30. 


VI___ OFFICE DESIGN 


NEW DIRECTIONS IN DESIGN, by Jay Doblin, Director, Institute of Design, Illinois 
Institute of Technology. “The goal of the designer is an elegant solution to a 
problem--one which combines an ingenious idea, improved technical development and 


harmonious aesthetics. When all of these appear simultaneously, the clarity of the 
solution leaves no doubt that the designer has succeeded in his task." This 
philosophy held by Professor Jay Doblin is ever present in the accompanying look at 
office design today. Often witty, always serious, these comments and suggestions 
were prompted by the inter-industry debate which ran recently in these pages 

(cf. April, May, 1962). Office Design Section, July, 1962, pages 118-121 & 124. 


A DOBLINESQUE VIEW OF THE OFFICE. To illustrate some of the directions suggested 

in his accompanying article, Jay Doblin, director of the Institute of Design, 

Illinois Institute of Technology, drew these cartoons depicting the efficiency that 
can be achieved in the office. Seemingly whimsical, they are quite serious in intent. 
Office Design Section, July, 1962, pages 122 & 123. 


A, The Art of: (installation review) 





RIGHT HERE IN FORREST CITY. All of the contemporary and sophisticated design of 
today is not found in the metropolitan areas. The citizens of a small town in 
Arkansas are quick to make this point with an example “right here in Forrest City." 
The source of this local pride is the recently completed National Bank of Eastern 
Arkansas. Office Design Section, July, 1962, pages 125-129. 


NORTH CAROLINA NATIONAL BANK. The recently completed North Carolina National Bank 
which dominates the skyline of Charlotte, N.C., presents another modern statement of 
the changing face of America. The efficiency of contemporary design was maintained 
in the interiors, but so were some of the human qualities associated with traditional. 


Office Design Section, August, 1962, pages 96-99. 
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VI__ OFFICE DESIGN - cont'd 





A. The Art of: (installation review) 





THE CHARLES CORPORATION. One of the largest catering firms in Ohio is the Charles 
Corp. of Cleveland. The office interiors of its recently completed new headquarters 
reflect its position in a quiet way. This non-ostentatious richness was achieved by 
Ruth Johnston, NSID, director of design for the Office Interiors Co., division of the 
Ace Desk Co. in Cleveland. Office Design Section, August, 1962, pages 100-102. 


STORY & CLARK PIANO CO. When the 105-year-old piano making company of Story & Clark 
moved its executive office from Chicago's Loop to suburban Wilmette, I1l., it assigned 
its industrial design consultants to make the new offices as efficient and attractive 
as possible. Palma-Knapp, Inc., of River Forest, Il1l., the design consultants, had 
the advantage of starting with virgin space. Office Design Section, August, 1962, 
pages 103-105. 


BANK DESIGN DICTATED BY A SENSE OF TRADITION. Valley National Bank opened its 75th 
branch on a parcel of historically significant land in Tucson, Arizona. In the center 
of the ground floor, with entrances to both the street and the lobby, the Governor's 
Corner Branch fulfills the wishes of the bank's board of directors by preserving for 
children, tourists and residents the history of the community while still having a 
modern and efficient bank. Office Design Section, September, 1962, pages 176-179. 


MAXIMUM PRIVACY FOR A LIMITED FEW, In designing office space for the top non- 
editorial executives of Cowles Magazines, Inc., publishers of Look magazine, the 
Knoll Planning Unit of Knoll Associates, Inc., masterfully fulfilled its objective 
of creating an environment of dignity and quiet elegance. Office Design Section, 
October, 1962, pages 202-211. 


THE EXECUTIVE SUITE. Detroit-based W.B. Ford Design Associates, Inc., recently made 
an excellent statement on the executive office. The result satisfies two basic 
precepts of good design: It is appropriate, and it is interesting as can be seen by 
the pictures on these pages. More importantly, it satisfies the client, American 
Natural Gas Co., one of the country's largest distributors of natural gas with 
headquarters in Rockefeller Center, New York City. Office Design Section, 

November, 1962, pages 156-161. 


THE OFFICES THAT KODAK BUILT. 343 State St., Rochester, N.Y., is the address of the 
Eastman Kodak Co. It has been since 1883. But, the complex of three buildings which 
have grown around this address have never been quite what they are today. 

Office Design Section, November, 1962, pages 161-171. 
AWARD WINNING DESIGN. The circular Northeast Expressway Branch of the Trust Company 
of Georgia is the most talked about building in Atlanta, professionally as well as 
popularly. Its architect, the firm of Abreu & Robeson, had conferred upon it an 
award of merit by the American Institute of Architects at the recently held A.I.A. 
South Atlantic Regional Conference. Office Design Section, December, 1962, 

pages 96-101. 
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B. The Technology of: 


THE RENAISSANCE OF FINE PRINTS, by Gilles Abrioux, art dealer. During the last 

10 years an enormous interest in the graphic arts has developed among artists and 
the buying public. And, with this increased supply and demand, it is only natural 
that fine prints should be used extensively for the decoration of executive offices, 
reception areas and lobbies. Unfortunately, an understanding of the graphic arts 
has not kept pace with this rising interest and use. Most people still have no idea 
of what fine prints are and place them in the same category with mass produced black 
and white or color reproductions. Office Design Section, September, 1962, 

pages 170-175. 





DESK TOP FINISHES. Since office design is a synthesis of the practical and the 
aesthetic with no sacrifice of either, it is important that components specified by 
the designer be evaluated from the standpoint of their service abilities as well as 
their visual characteristics. One area where performance qualities are particularly 
critical is in the material or finish specified for desk tops. Office Design Section, 
November, 1962, pages 177-179. 


C. The Business of: 





EXPLAINING THE SCOPE OF DESIGN SERVICES. A display which was staged recently by the 
A.I.D. at the Hollywood Palladium in Los Angeles, called "The American Institute of 
Interior Designers Show--1962,"" the exhibit was high in attendance and well received. 
Six of the settings were offices. Within each there was a great variety of texture 

and material used. From one to the other, there was further variety: that of approach 
on the part of each designer. Office Design Section, October, 1962, pages 212-215. 


DEMAND FOR THE OFFICE DESIGNER. The man on the throne in our office-oriented economy 
is the one who can give a comprehensive solution to the problem of management's 
mounting costs. It is not fad nor fancy, but a natural and hard-nosed business trend 
that is responsible for the demand for the office designer. Office Design Section, 
November, 1962, pages 154 & 155. 


CURRENT OFFICE FURNITURE DESIGN OF GREAT BRITAIN. The deep-rooted traditions of 
Britain have decreed that there will always be an England. Until recently, however, 
it seemed the products of these same traditions were to preclude that there ever be 
a modern England. Office Design Section, November, 1962, pages 172-174. 


DESIGN AND DECORATION 1963. More than a half-million dollars worth of furnishings 
products were shown during mid-October at the third annual Design and Decoration Show 
held in the Seventh Regiment Armory in New York City. Based on estimates from 
exhibitors, this cost includes furniture, fabrics, flooring, floor coverings, wall 
coverings, lighting, art and accessories. Office Design Section, December, 1962, 
pages 102-104. 





